 A spatial analysis found that higher alcohol densities in lower-income neighborhoods were the result of higher income and higher population in adjacent neighborhoods. This finding suggests that some alcohol-related harms in lower-income neighborhoods may be driven not by demand within that neighborhood, but by the demand of wealthier nearby neighborhoods.
Measurements: Agents were parameterized through a series of rules that governed alcohol consumption and engagement in violence. Six taxation interventions were implemented based on extensive reviews and meta-analyses: increasing universal alcohol tax by 1, 5, and 10%, and beer tax by 1, 5, and 10%.
Findings: Under no tax increase, approximately 12.2% (95% credible interval [P.I.] 12.1-12.3%) were heavy drinkers. Taxation decreased the proportion of heavy drinkers; a 10% tax decreased heavy drinking to 9.6% (95% P.I. 9.4-9.8). Beer taxes had the strongest effect on population consumption. Taxation influenced those in the lowest income groups more than the highest income groups. Alcoholrelated homicide decreased from 3.22 per 100,000 (95% P.I. 2.50-3.73) to 2.40 per 100,000 under a 10% universal tax (95% P.I. 1.92-2.94). This translates into an anticipated benefit of ~1,200 lives/year.
Conclusion:
Reductions in alcohol consumption in a large urban environment such as NYC can be sustained with modest increases in universal taxation. Alcohol tax increases also have a modest effect on alcohol-related violent victimization. Taxation policies reduce income inequalities in alcoholrelates violence.
Source:
Keyes, K. M., Shev, A., Tracy, M., & Cerdá, M. (2018) . Assessing the impact of alcohol taxation on rates of violent victimization in a large urban area: An agent-based modeling approach. Addiction.
IS THE ALCOHOL INDUSTRY DOING WELL BY 'DOING GOOD'? FINDINGS FROM A CONTENT ANALYSIS OF THE ALCOHOL INDUSTRY'S ACTIONS TO REDUCE HARMFUL DRINKING. October 2018

Abstract
Objectives: The aims of this study were to: (1) describe alcohol industry corporate social responsibility (CSR) actions conducted across six global geographic regions; (2) identify the benefits accruing to the industry ('doing well'); and (3) estimate the public health impact of the actions ('doing good').
Setting: Actions from six global geographic regions.
Participants: A web-based compendium of 3551 industry actions, representing the efforts of the alcohol industry to reduce harmful alcohol use, was issued in 2012. The compendium consisted of short descriptions of each action, plus other information about the sponsorship, content and evaluation of the activities. Public health professionals (n=19) rated a sample (n=1046) of the actions using a reliable content rating procedure.
Outcome measures: WHO Global strategy target area, estimated population reach, risk of harm, advertising potential, policy impact potential and other aspects of the activity.
Results:
The industry actions were conducted disproportionately in regions with high-income countries (Europe and North America), with lower proportions in Latin America, Africa and Asia. Only 27% conformed to recommended WHO target areas for global action to reduce the harmful use of alcohol. The overwhelming majority (96.8%) of industry actions lacked scientific support (p<0.01) and 11.0% had the potential for doing harm. The benefits accruing to the industry ('doing well') included brand marketing and the use of CSR to manage risk and achieve strategic goals.
Conclusion:
Alcohol industry CSR activities are unlikely to reduce harmful alcohol use but they do provide commercial strategic advantage while at the same time appearing to have a public health purpose.
Source:
Babor, T. F., Robaina, K., Brown, K., Noel, J., Cremonte, M., Pantani, D., et al. (2018) . Is the alcohol industry doing well by 'doing good'? Findings from a content analysis of the alcohol industry's actions to reduce harmful drinking. BMJ Open, 8(10) , e024325.
Free full text: https://bmjopen.bmj.com/content/8/10/e024325 October 2018 According to the latest Global Status Report on Alcohol and Health by the World Health Organization, "Price policies are the most cost-effective WHO best buy for reducing the burden of harmful alcohol use." Recently, the WHO released their "Safer" Alcohol Campaign which recommends raising the price of alcohol through excise taxes and pricing policies. Experience in the UK has made it clear that you need several tools to strike the right balance. In the US, our regulatory system is aimed at prices that are not too high or too low. Too high induces bootlegging (or selling in internet black market sites) and too low induces excessive drinking.
MULTIPLE POLICIES NEEDED TO BALANCE ALCOHOL PRICES
So, what are all these policies and what are they designed to do? Here is a summary:
No sale below cost: This is the loss leader idea commonly used in supermarkets these days to entice shoppers to their store. But cut-rate prices appeal to heavy drinkers many of whom are underage.
No free alcohol: Again, this is a way to attract customers with freebies or "buy one, get one free" and encourages overconsumption.
No volume discounts: These may be advertised or given with coupons. In either case, buying more usually results in drinking more.
Same price to all and price posting: Many states require that wholesalers sell all products at the same price to all retail customers. … Excise Tax: Raising taxes is done for two reasons. First, if the increase is passed on to the consumer, it raises the overall price. This doesn't always happen in today's markets because alcohol is now sold in supermarkets and other places with thousands of other products … Minimum price or mark-up: Only a few states have anything like a minimum price, but it is common in Canada. Scotland recently adopted this measure because tax increases failed to curb the cheap alcohol favored by problem drinkers … Control-state pricing: The 17 states and several local governments that own all or part of the alcohol business do control price. Generally, those states have somewhat higher prices and do not permit some practices that might encourage high volume consumption.
Happy Hour Laws: Several states have regulations for bars, restaurants and taverns that prohibit drink specials designed to encourage excessive consumption …
